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Abstract
The miraculous development of communication 
and information technology and its application to in-
crease the speed and quality of provided service are 
the characteristics of the present century. In fact, it 
can be said that e-banking is one of the achievements 
of e-commerce and due to the increasing growth of 
e-commerce size in world and business’s need to do 
simple, fast and accurate banking operation to trans-
fer financial resources, e-banking has an essential 
role in e-commerce. Customer’s citizenship behav-
ior is related to the extra role behavior. The custom-
er’s voluntary job and even customer’s citizenship be-
havior as a social behavior agree to suggest a means 
to service organizations in which a competitive edge 
can be achieved without any cost. The present study 
has been developed to examine the relationship be-
tween perceived quality of e-service in bank and na-
tional bank customer’s citizenship behavior in Ilam 
province. This study includes 196 national bank cus-
tomers of Ilam province, who were obtained through 
sampling formula Cochran. Data collection meth-
od was done by standard questionnaire of Bivegant 
(2008) which covered the questions related to the 
customer’s citizenship behavior and the questions re-
lated to the perceived quality of bank’s electronic ser-
vices was developed by the researcher and were con-
firmed by eight certified teachers. Cronbach’s alpha 
was used to assess the reliability of the questionnaire 
which its amount for customer’s citizenship behav-
ior was 0.835 and for perceived quality of electronic 
services was 0.823 which indicates the high reliability 
of the questionnaire. The structural equation model 
(Lisrel) was used for data analysis. The results indi-
cated a significant and positive relation between the 
perceived quality of e-service in bank and customer’s 
citizenship behavior while  the relationship between 
the dimensions of perceived quality of electronic ser-
vices was one-way and without balance. Also, only 
three dimensions of speed of services providing, re-
sponsiveness and reliability of  services providing on 
customer’s citizenship behavior show the positive 
and significant relationship and there is no mean-
ingful relationship between other two dimensions 
namely the service variety and ease of electronic ser-
vices providing on customer’s citizenship behavior.
Keywords: E-banking, perceived quality of ser-
vices, customer’s citizenship behavior, National 
Bank, structural equation.
Introduction
Competition, technology, economic and social 
trends and needs, and demands of customers are 
the major aspects of changing in the present world 
in which the needs, wants and expectations of cus-
tomers due to their fundamental and vital impact 
on the organization, have the especial priority and 
importance. However, other aspects of changing 
were strongly influenced by change in customers’ 
interests and desires and refers to translation and 
interpretation of their desires. In fact, the greater 
the environmental uncertainty and instability re-
quires the greater attention to customer’s needs for 
survival, continuity and development of organiza-
tions. The central focus and attention to customers’ 
desires is the prominent feature of organizations in 
this decade and the next decades. In fact, custom-
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er satisfaction is a result that is obtained from the 
comparison of customer’s before purchasing from 
the expected performance with actual performance 
perceived and the paid cost (Beerli, 2004, p. 256). 
According to the comprehensive growth of tech-
nology and information technology in all areas of life 
and also the facilities that are provided to people by 
this technology, the demand for making the life and 
routine affair electronic is increasing through mak-
ing electronic and virtualization of the banking af-
fairs. The main advantage of virtual banking in in-
formation technology era is to facilitate and expand 
the electronic commerce. Virtual banking is a part of 
e-banking that provides all its services as online and 
virtually and provides area to eliminate the physical 
branch (Moein Zadeh, 2012, p.20).
Statement of Problem
The miraculous expansion of communica-
tion and information technology and its utilization 
to enhance the speed and quality of provided ser-
vice are the characteristics of the present century. 
The service quality and customer’s satisfaction are 
considered as strategic issues for services organiz-
ing. In fact, it can be said that e-banking is con-
sidered as one of the achievements of e-commerce 
and e-banking has an essential role in e-commerce 
due to the increasing growth of e-commerce size in 
world and business’s need to do simple, fast and ac-
curate banking operations to transfer financial re-
sources. Application of information technology 
in e-banking industry leads to a reduction of geo-
graphical and temporal distance between the bank 
and customer as well as the cost of providing bank-
ing services and transfer of money and an increase 
in competition between banks and enhance service 
quality and ultimately the creation of changes in the 
cost structure of banks.Consequently, the banking 
industry are being optimized,   creating the prop-
er context and culture making in the context of e-
banking, which is the most important factor in ad-
vancement of mentioned goals. In fact, e-banking is 
essentially referred to providing possibility for cus-
tomers to access to banking services through the 
use of safe mediators and without physical presence 
(Kahzadi, 2003). The use of information and com-
munication technology in the banking industry is 
known as electronic banking (Shakeri, 2011). Has-
san Zadeh et al (2009) have defined e-banking as 
the use and demonstration of various services tech-
nologies, the expansion of ATM machines, the di-
rect delivery of bills, the automatic payment, the 
electronic transfer of funds and home banking. In-
formation and communication technology points to 
the technologies such as the internet, extranet, and 
other technologies that include the range and some 
basic infrastructure until the technologies that im-
prove the services and business operations of an or-
ganization (Gupt, 2008). According to the Misra, 
e-banking refers to the use of information technol-
ogy that allows bank customers and other benefi-
ciaries to interact with bank without intermediate 
through variety of communication channels such 
as internet, etc and other similar technology. Also, 
Lau (1997) has defined electronic banking as pro-
viding banking services through computer network 
with free and direct access to the customer’s home 
or personal address (Brynjol Fson, 1996). Without 
being aware of public culture and enough educa-
tion as well as lack of technical infrastructures are 
the e-banking concerns in Iran especially in Ilam 
province. This study tries to take an effective step 
to develop and promote e-banking among bank 
customers and all people in addition to improving 
these problems and developing public culture of us-
ing electronic banking through the introduction of 
its advantages.
The Importance and Necessity of Research 
Conducting
Investment in information technology has es-
pecial importance for managers, economic inves-
tors and for researchers. Information technology 
has recently been one of the productivity sources in 
the efficiency function and its role in the economic 
performance of enterprises, industries has been in-
vestigated (Papai Nayo et al, 2007).
This subject is important because e-banking fa-
cilitate the citizenship performance and behavior of 
banks customers and their satisfaction. IT develop-
ment has had positive effects and consequences in 
various economic fields and communities that take 
advantages of these technologies. Modern business 
requires the proper tools and infrastructures for de-
velopment of economic process. Banks are one of the 
most important factors in business dealings. Banks 
play a key role in the business world with establish-
ing intimate and close relationships with people and 
that is why they are always trying to expand their 
services in both quantitative and qualitative aspects 
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to outdo competitors. Entrance of banks to large ar-
eas of information technology makes it possible for 
them to have had significant mutations to provide 
and expand their services. They introduce modern 
methods to customers every day by the use of in-
formation and communications tools until custom-
er receive their required services faster and better 
than the past. In fact, the information and commu-
nication technologies help banks to achieve the per-
manent slogans of customer orientation. Automat-
ed banking system with proper training of staff and 
customers, in addition to giving an opportunity to 
banks to provide more favorable services, increase 
customers’ trust to use the e-banking system.
The technology-oriented flow in banks indicate 
the concerned attention and new view in the area of 
economic and trade issues and consequently banking 
problems. It is not far from the mind that contem-
porary global developments especially, in the realm 
of the economic are resulted from the convergence 
of flaws and the various issues and in the meantime, 
banking has been also influenced by developments 
like information revolution, capital flows, techno-
logical and organizational developments. Electron-
ic banking is considered as a general concept in dig-
ital development of banking services and therefore, 
the detail looking and personal infers may affect 
on its recognition. The concept of electronic bank-
ing and its effectiveness are still not fully known for 
many people and therefore, an optimal utilization 
of conducted investments have not been done for its 
development. On the other hand, the management 
challenge has always confronted the new systems 
and technologies with problems and various issues. 
Achieving to a holistic and massive approach in man-
agement of financial enterprises can be the develop-
ment ground and the general trend to use electronic 
banking. Hence, the initial introduction of electron-
ic banking is not only better, but also its necessity is 
undeniable. Given that, the limited researches were 
conducted in this regard, so, the researches gaps exist 
in the country, particularly in the area of Ilam which 
make it necessary to conduct a study on the relation-
ship between electronic banking and customer’s citi-
zenship behavior.
Theoretical Literature
Defi nition of E-Banking
Electronic banking is the term used to cover a 
process in which customer performs his banking 
interactions including both transactional and non-
transactional by the use of electronic tools, so that, 
there is no need to go to a branch. In this method of 
banking, thanks to the technology provided, there 
is no limitation of time and space to provide service 
for customer (Najafi,  2012, p. 16). E-banking is a 
new way for customers of banks and financial in-
stitutions to have access to their accounts, pay their 
bills, control their money and use other various ser-
vices. Electronic banking refers to the use of infor-
mation technologies to the electronic transfer funds 
that are replaced by paper-based transactions. 
Electronic banking is actually the peak use of 
information technology for the removal of both 
time and space constraints from the banking ser-
vices (Mir Ahmadi, 2006, p 24). According to the 
above definitions, it can be inferred that all empha-
sized on customers’ easy access to bank accounts, 
without time and space limitation (Kahzadi, 2003).
Benefi ts of E-Banking
Benefits of e-banking can be considered from 
two aspects of customers and financial institutions. 
From the customer’s perspective, it can be pointed 
to save costs, time and access to multiple channels 
for doing the banking operations. 
From the perspective of financial institutions, 
it can be named features such as enhancement of 
banks’ reputation in providing innovative, retaining 
customers despite the spatial changes, creating op-
portunities for seeking new customers in target mar-
kets, expanding the geographical range of activities 
and establishing perfect competition condition. The 
benefits of electronic banking can also be investi-
gated from the perspectives of short-term, medi-
um-term and long-term. Competing equally, keep-
ing and absorbing the customer are some benefits of 
electronic banking in the short term (less than one 
year) and mid-term (less than 18 months). Benefits of 
e-banking include integrating different channels of 
information management, extensiveness of custom-
ers’ range, guiding customers to the suitable channels 
with the desired features and reducing costs, reduc-
ing transactions processing costs, providing services 
to the customers of target market and creating reve-
nue which are long-term benefits of electronic bank-
ing (Seyed Javadin, 2006, p. 239).
Major Obstacles to the Development of 
E-Banking
The biggest obstacle to the development of e-
banking is that  there is no proper communication 
platform for data transmission. As you know about 
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services like water, electricity, gas, mobile etc, the 
relevant organizations create the main way and sub-
scribers only by paying subscription fee would benefit 
from these services. However, in the case of Telecom 
lines, applicants who are actually the banks them-
selves have to create this way with enormous costs.
There is a distance among the decision-mak-
ing managers and decision-maker professionals of 
information technology within organizations be-
cause, in information technology sector, despite the 
existence of some professional units (such as medi-
cine) all are priest and owner of diagnosis instead of 
being inexpert and imitator individuals.
 • Weak maintenance management and use 
of high-level professionals in IT sector to provide 
banking soft ware platforms.
 • The lack of enough attention to cultural issues
 • The lack of enough attention to security issues
 • The restrictive laws of office and employee re-
sistance in front of change
 • The users’ lack of adequate knowledge about 
the systems and their advantages (Amadeh & Jafar 
Pour, 2007)
 • Solutions for Improvement of E-Banking System
The available solutions in the area of improving 
money and electronic banking in two general piv-
ots include:
1. Policymaking and Law Codification
 • Job creation development with attitude of ex-
pertise oriented in the field of electronic banking
 • Codification of policy guidelines for the de-
velopment of peer banks in the context of electronic 
banking
 • Identifying the required laws and regulations 
and follow them for their adoption
 • Supporting the activity of other economic in-
stitutions
 • Creating a strong relation with third institu-
tions like insurance
 • Seriousness of bank management to realize 
the electronic service
 • Temporal planning for the gradual implemen-
tation of e-services
 • Monitoring sovereignty and coordinated en-
forcement by the central bank for the implementa-
tion of systems development
 • Supporting the development of sales terminals
2. Informing, Education and Culture Making
 • Establishing and developing information centers
 • Promoting the e-business and e-marketing culture
 • Encouragement, persuasion and attraction of 
public confidence in the use of novelty instruments 
of electronic banking 
 • providing practical training to customers 
through mass media
 • Holding training courses to employees and 
bank managers in recognition of electronic bank-
ing systems 
 • Incorporating introduction sector and the use 
of electronic banking services in ICDL courses
 • Homogeneous development of expert forces 
in banking network of country 
Service Quality
Services quality in the area of products and 
physical goods has long history but the quality dis-
cussion has not too long history within the scope 
of services. Services have characteristics that make 
them different from the goods. These properties 
from the perspective of Arasli (2002) and Hizer 
Vrander (1999) include the intangibility, perishabil-
ity, high mental involvement of customer, simul-
taneous production, consumption and homogene-
ity. The services quality is rotated around the idea 
of the customer comparison outcome between own 
expectations with their understanding of the de-
sired service performance so that Lehtinen (1982) 
has provided three-dimensional view of the servic-
es quality including interaction, physical and incor-
porate. Ladnan and his colleagues have mentioned 
quality as the combination of customers’ under-
standing of two dimensions of the process quali-
ty and outcome quality that these observations are 
not dissimilar to the conceptualization of Gronroos 
(1984), one who emphasized on two major dimen-
sions of service quality namely technical quality 
dimension, what customers receive and function-
al quality, how a service is provided, in his mod-
el (Karvana et al, 1960, 2000). Increasingly, service 
firms have focused their attention on improving the 
quality of customer services. 
Customer’s Citizenship Behaviors
In recent years, much attention has been paid 
to the behavior of the citizen, customer in the mar-
keting and management literature. Like the organi-
zation’s employees, customers may commit in the 
variety of conducted behavior of citizen in a par-
ticular organization. Bowen, (1986) has discussed 
that the central difference between the services and 
manufacturing companies is that customers often 
have a physical presence when providing services, 
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completely different from the manufacturing com-
panies where customers rarely have a physical pres-
ence. So, both customers and employees form the 
human resource in services organization. Custom-
ers often do the work that might be performed in 
other forms by employees so that customers may 
be even replaced by employees in the basic service 
organization (Buckley, 2004). Previous researches 
suggest that service organization should really con-
sider customers at least in some scenes, as employ-
ees or members of the organization. Based on these 
descriptions, it is possible that the service custom-
ers can provide the customer’s citizenship behav-
ior as employees. So, the research of organization 
customer’s citizenship behavior can commonly be 
used in the area of customer. In management lit-
erature, the organization customer’s citizenship be-
havior is officially as the behavior of the individu-
al that is discretionary, not explicitly or is directly 
recognized formal by the reward system. Similar-
ly, improving the effect of organizational role, the 
customer’s citizenship behavior can be considered 
as discretionary behavior that does not require the 
production or delivery of services but, in general, 
supports the service organization (Gross, 2005).
Many terms are used to describe the citizenship 
behavior, including discretionary behavior of the 
customer, voluntary performance of organizational 
citizenship customer on a part of customers, multi-
sectional behavior of customer (Arena, 2005). Ser-
vices literature also offers various forms of custom-
er’s citizenship behavior.
Gross (2005) expresses three aspects of cus-
tomer’s citizenship behavior: 1. providing answers 
to the organization, namely provides the requested 
information to the organizations to help them deliv-
er their services. 2. helping other customers, close-
ly coordinate the friendship dimension found in the 
customer’s citizenship behavior. 3. Suggesting that 
these commercial suggestions are relevant to friends 
and family members.
Research Hypotheses
The Main Hypothesis
There is a significant relationship between the per-
ceived quality of electronic services and customer’s cit-
izenship behavior. 
The Sub-Hypotheses
- There is a significant relationship between the 
service variety and customer’s citizenship behavior. 
- There is a significant relationship between the speed 
of service providing and customer’s citizenship behavior. 
- There is a significant relationship between the 
responsiveness and informing and customer’s citizen-
ship behavior.
- There is a significant relationship between reli-
ability and customer’s citizenship behavior.
- There is a significant relationship between ease of 
services providing and customer’s citizenship behavior.
Methodology
Population and Sample
The present study has an applied purpose and 
in terms of data collection method is descriptive-
survey. The statistical population of this study was 
the national bank customers of Ilam province. Due 
to the lack of precise information about the number 
of customers, population was considered unlimited 
and the Cochran sampling formula was used in un-
limited population and sample size were obtained 
196 subjects. In this study, sampling method was 
the simple random sampling.
The data collection tool
In this study, questionnaire was considered as 
the best way for data collection because of the re-
search type and as well as the widespread statistical 
population and consequently the complexity of the 
statistical sample and for faster access to the opin-
ions of respondents. In this study, a package with 
two questionnaires was used. First, Bivegant’s ques-
tionnaire to measure the customer’s citizenship be-
havior (2008), with 11 questions, then the ques-
tionnaire of perceived quality of electronic services 
which is the researcher maker questionnaire with 
five dimensions including variety of services, speed 
of service providing, responsiveness and informing, 
reliability and ease of service providing.
Validity and Reliability of Questionnaire
Regarding the validity of the questionnaire, as 
the customer’s citizenship behavior questionnaire 
belongs to Bivegant (2008), it can be a standard ques-
tionnaire. Also, it was confirmed by management 
experts and the perceived quality of electronic ser-
vices questionnaire, supervisor and adviser as well as 
the 8 prominent professors. In present study, Cron-
bach’s alpha method was used to calculate and esti-
mate the reliability of the questionnaire. The amount 
of reliability index varies between zero and one, and 
its results can be interpreted as the following table:
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Variables Dimension Number of items Reliability coefficient
Perceived quality 
of electronic services
Varity of services 4 0.825
Speed of service providing 6 0.790
Responsiveness and informing 8 0.781
reliability 6 0.823
ease of services providing 6 0.785
Customer’s citizenship behavior — 11 0.835
Table 1. Reliability coefficient of the questionnaire scales
Figure 1. Significant model of main hypothesis of research in the state of standard estimate
Figure 2. Significant model of research’s main hypothesis in the state of significant coefficients
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Research Findings
In this study, data were analyzed through the 
structured equation technique and LISREL method.
The research’s structural model investigation 
(main hypothesis)
In this part, it is sought to prove the main hy-
pothesis. The model of main hypothesis is pre-
sented in which the accepted hypothesis is rejected 
with regard to the significant numbers.
The results of main hypothesis 
The main hypothesis: there is a significant rela-
tionship between the perceived quality of electronic 
services and customer’s citizenship behavior. 
Statistical hypotheses testing are: 
H0: There is no significant relationship between 
the perceived quality of electronic services and cus-
tomer’s citizenship behavior.
H1: There is a significant relationship between 
the perceived quality of electronic services and cus-
tomer’s citizenship behavior.
H1 claims that, there is a significant relation-
ship between the perceived quality of electronic ser-
vices and customer’s citizenship behavior. Based on 
the Table 2, the coefficient correlation between two 
latent variables of the perceived quality of electron-
ic services and customer’s citizenship behavior is 
equal to 0.71 and with regard to the obtained t (7.70) 
which is greater than 1.96, therefore, H0 is rejected 
and H1 is confirmed. So, it can be concluded that 
there is a significant, direct and positive relation be-
tween the perceived quality of electronic services 
and customer’s citizenship behavior. Consequently, 
the research’s main hypothesis is confirmed.
Figure 3. Model in the state of standard estimation.
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Evaluation of the structural model (Path 
analysis) research (sub-hypotheses of the study)
In this part, it is tried to prove the sub-hypoth-
eses of study. Model of sub-hypotheses is presented 
in which the accepted hypotheses are rejected due 
to the significant numbers.
Evaluation of sub- hypotheses and their 
results 
As can be seen from the table 3 and accord-
ing to the T-VALUE obtained from the five sub-
hypotheses, three hypotheses of provided services’ 
speed, responsiveness and informing and reliability 
had the significant numbers greater than 1.96, and 
were accepted with numbers of 8.29, 7.24 and 7.87 
respectively. Two hypotheses of services variety and 
speed of service providing with significant number 
less than 1.96, respectively, 1.09 and 1.52 were re-
jected.
Recommendations and suggestions
Modern banking as one of the critical infra-
structures of e-commerce has a key role in the dis-
tribution of banking services among people. This 
kind of banking is not only the bank’s new service 
development with rely on the development of infor-
mation and communication technology tools, but 
policymakers of banking system have a heavier duty 
than physical development and policies adoption, 
same and accelerating guidelines are their great 
Coefficient correlation t Independent variable dependent variable Test result
71% 7.70
The perceived quality of 
electronic services
Customer’s citizenship 
behavior
H0 rejected
Table 2. Results of structural equation model analysis: the main hypothesis
Figure 4. Model in the state of significant coefficients
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tasks. On the other hand, people’s expectation of 
electronic banking is to get safe, fast, low cost ser-
vices and the lack of one of these factors in services 
receiving make people distrust and pessimistic to-
ward these services; organization should move step 
by step, in order to move towards creating a cus-
tomer’s citizenship behavior. Because the custom-
er’s citizenship behavior is not a one-day process 
that can be quickly entered into the organization as 
a new technology, but it is a continuous and time 
consuming process. If organizations definitely take 
step to crate customer’s citizenship behavior, in this 
case, the efficiency and productivity of the organi-
zation will potentially increase and consequently, 
will enhance their performance. Application of pol-
icies to encourage customer’s citizenship behavior 
has a huge impact on strengthening customer’s cit-
izenship behavior.  Strengthen customer’s citizen-
ship behavior like any other individuals’ behavior 
needs to be encouraged. Organizations can facili-
tate the creation of customer’s citizenship behavior 
by creating orderly and logical systems to provide 
various services. Accordingly, most organizations 
give annual rewards to their employees to encour-
age citizenship behavior until they have partly had 
tendency to do extra-role behaviors, not individu-
als just have positive personal characteristics. Melli 
bank managers should try to flourish the citizenship 
behaviors in bank employees by imposing an appro-
priate incentive policies and strategies.
Sub-
hypotheses
Standard 
coefficient 
T-value Independent variable Dependent variable Test results
1 0.08% 1.09 Variety of services
Customer’s citizenship 
behavior
Rejection of 
hypothesis
2 0.65% 8.29
Speed of service 
providing
Customer’s citizenship 
behavior
Acceptance
3 0.52% 7.24
Responsiveness and 
informing
Customer’s citizenship 
behavior
Acceptance
4 0.58% 7.87 reliability
Customer’s citizenship 
behavior
Acceptance
5 0.23% 1.52 Ease of service providing
Customer’s citizenship 
behavior
Rejection of 
hypothesis
Table 3. Evaluation of sub- hypotheses and their results.
Therefore, the following recommendations are 
provided in line with the diversity and accelerating 
the modern banking services process.
1. It is recommended that Melli bank of Iran 
take serious action towards the development of na-
tional branches and increasing its activities such as 
exporting the variety of urban transportation ticket, 
payment of various bills, and tax and customs toll 
2. Installation of ATM devices in cities in order 
to meet customers’ needs in a non-office hours and 
to avoid their overcrowding in bank branches.
3. Preparation and presentation of electronic 
services package of Iran’s National bank for the tar-
get customers.
4. Lack of technical infrastructure develop-
ment (bandwidth) is one of the major concerns of 
customers and banks, therefore, it is suggested that 
banks, particularly, Melli bank of Iran take serious 
action to accelerate the electronic services provid-
ing to customers.
5. It is recommended that the Melli bank of Iran 
take necessary action to increase the power of the 
central servers in order to speed up the electronic 
transaction process 
6. Intensive and continuous environmental 
competition, changes in the demand, needs, in-
terests of customers are the most critical challeng-
es facing organizations, so, modification of systems 
and methods is considered a major factor in re-
specting to customers, therefore, it is proposed that, 
Melli bank of Iran modifies the unnecessary meth-
ods (design and promote digital signature)
7. National thunder systems, Azarakhsh, Ka-
none Javaneha have various capabilities; 
but have not been detected well among custom-
ers so far. Therefore, it is recommended that, the se-
rious action to be taken to introduce them through 
various ways, including electronic festivals by Melli 
bank of Iran.
8. One of the challenges facing e-banking is the 
security issue; it is suggested that, banks prepare the 
latest advanced electronic version and introduce 
them to customers.
9. Lack of awareness of customers about the e-
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banking rules brings irreparable damage on secu-
rity dimensions and makes them discourage to the 
use of electronic services; therefore, it is suggested 
that, the security issue to be taught to customers 
and society populations through mass media and 
bank branches.
10. Designing and preparation of core banking 
software for banks in order to have easy access to a 
variety of banking services and to satisfy customers
11. Attraction and retention of specialist human 
resources in the area of e-banking 
12. Removing restrictions caused by credit reg-
ulations
13. Trying to create a comprehensive bank-
ing system with features of full coverage of branch-
es, full coverage of banking products and services, 
instant expandability from both quantitative and 
qualitative dimensions, responsiveness and flexibil-
ity to the regulatory requirements and new expec-
tations.
14. Try to establish an especial electronic net-
work
15. Surrender a part of required services of cus-
tomers to the private sectors and imposing complete 
supervision over their activities.
16. Training and promoting customers to insure 
the electronic payments.
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